MARKETING MARGIN AND DETERMINANTS OF NET RETURN OF WATERMELON MARKETING IN YENAGOA METROPOLIS OF BAYELSA STATE, NIGERIA by Kainga Prince Ebiowei
KJKJKJHKJHKKJHKHKH 
 
 
_________________________________________________________ 
Journal of Experimental Biology and Agricultural Sciences 
http://www.jebas.org 
 
 
   
KEYWORDS 
Watermelon 
Marketing Margin 
 Determinants 
Net Return 
Bayelsa State 
Nigeria 
ABSTRACT 
 
The present study was conducted from May, 2013 to July, 2013 for determining the marketing margin 
and examines the determinants of net return of watermelon marketing in Yenagoa metropolis of Bayelsa 
State  in Niger Delta  Area of  Nigeria.  A two stage sampling technique was adopted  in drawing the 
sample. Data were analyzed by means of descriptive statistics, marketing margin analysis, and multiple 
regression models. The results showed that watermelon marketing was female dominated (73.3%) with 
mean marketing experience of 5 years which can conclude that watermelon marketing in the Niger Delta 
Area  is  gaining  ground.  In  age  group,  majority  (70.0%)  were  within  the  age  of  21-40  years,  while 
majority (38.3%) had household size of 5 – 10, and (61.7%) had secondary education. Marketing of 
watermelon in the area was profitable with monthly marketing margin and net return of N16, 466.35 and 
N14, 767.51 respectively. Marketing efficiency and benefit-cost ratio was 0.588 and 1.53 respectively, 
meaning that marketing of watermelon was inefficient (0.588 < 1).The study further showed that price 
of watermelon had positive and significant relationship with net return (t = 8.682; p<0.05), suggesting 
that the higher the price of watermelon, the higher the net returns. Major constraints of watermelon 
marketing  were  spoilage  of  fruits,  .transport  risk,  small  size  watermelon,  irregular  supply,  and 
inadequate capital. Thus improved storage facilities, electricity, good road network linking distributing 
centers, pooling of accumulated capital is imminent to sustain availability of watermelon and enhance 
price stability in the area. 
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1 Introduction 
 
Production  of  staple  crops  like  cereals,  yam,  cassava,  cash 
crops  and  some  vegetables  can  contribute  positively  in 
Nigerian economy and result of this the problem of poverty, 
hunger  and  malnutrition  could  be  alleviated  and  adequate 
(Mohammed, 2011). Production of exotic vegetables generates 
higher  profit,  employment  and  income  to  farmers  than 
indigenous vegetables (Ajewole & Folayan, 2008). According 
to  Adeoye  et  al.,  (2007)  watermelon  has  an  important  place 
amongst the all exotic vegetable and sales in Ibadan Metropolis 
of Oyo State, Nigeria.  
Watermelon (Citrullus lanatus) belongs to the botanical family 
cucurbitaceous  and  have  important  place  in  all  cultivated 
crops, its cultivation occurred at wider scale in all around the 
world.  In  2002,  89.9  million  mega  grams  was  reported  at 
global  level (FAO, 2003). It  is a warm-weather annual  crop 
which  is  grown  for  its  large,  juicy,  sweet  fruits  (ground 
family), (George et al, 2000; USDA, 1994). It is cultivated and 
consumed throughout the world and tropical countries, for it 
contains most of the basic daily nutritional requirements of the 
human body (Onyemauwa, 2010). The global consumption of 
watermelon is greater than that of any other cucurbit (Adeoye 
et  al.,  2011).  In spite  of  its  importance,  the  distribution  and 
availability  of  watermelon  in  Bayelsa  State  points  to  be 
inadequate and inefficient. The product is rarely produced in 
the  State  and  its  external  influx  could  pose  high  cost  of 
transportation  on  the  product  and  implicitly  the  price  of 
watermelon very exorbitant. 
In  terms  of  price,  there  is  considerable  variability  in 
watermelon  prices  within  the  year  due  mostly  to  seasonal 
changes  in  the  volume  of  production  (USDA,  1994). 
According  to  Onyemauwa,  (2010)  most  households  in 
Southern  Ijaw  area  of  Bayelsa  State  are  less  dependent  on 
watermelon as a constituent of their diet because it is seldom 
grown in the area due to its wet climate. He reiterated that the 
quantity  of  watermelon  available  for  consumption  and  the 
price  paid  by  consumer  depends  on  how  efficient  the 
marketing system for watermelon functions and moreover the 
main source of the product for consumers in the area is through 
marketing. In view of the rising demand of exotic vegetables 
vis-à-vis watermelon in the State, in the face of ineffective and 
inefficient  marketing  in  Nigeria  due  to  inadequate 
transportation  facilities,  communication  system  as  well  as 
storage  facilities  and  poor  pricing  (FAO,  1997),this  study 
becomes  pertinent  to  ascertain  the  associated  marketing 
margins, net returns and its determinants, and the constraints 
associated with watermelon marketing. 
2 Materials and Methods 
2.1 The study Area  
The  study  was  carried  out  in  selected  markets  in  Yenagoa 
metropolis of Bayelsa  State  in  Niger Delta  Area  of Nigeria. 
Yenagoa  Local  Government  Area  has  a  population  of 
353,344(NPC, 2006).The predominant occupations in the area 
are  fishing,  farming;  trading,  lumbering,  palm  wine  tapping 
and  weaving.  Temperature  is  fairly  constant  throughout  the 
year over the entire state with a maximum of 30
0C and Mean 
annual rainfall ranges from 2,000 to 4,000mm (Oyegun, 1999) 
and spread over 8 to 10 months of the year between the months 
of March and November, which coincides with the rainy or wet 
season (Oyegun, 1999). 
2.2 Sample and Sampling Technique 
The study was conducted during May, 2013 - July, 2013 for 
determining  the  marketing  margin  and  examines  the 
determinants  of  net  return  of  watermelon  marketing  in 
Yenagoa  metropolis  of  Bayelsa  State,  Nigeria.  Two  stage 
sampling technique was adopted in drawing the sample for this 
study.  First  stage  involved  purposive  selection  of  Swali, 
Kpansia, Yenezuegene, Edepie, Akenfa, and Igbogene market 
due to preponderance of marketing activities. The population 
of watermelon marketers was estimated at 142 based on a pilot 
survey carried out in February 2013. The estimated breakdown 
was Igbogene 20, Swali 50, Akenfa 18, Edepie 16, Kpansia 23 
and  Yenezuegene  15.  The  survey  was  conducted  in 
conjunction  with  the  various  market  Chairmen  of  the 
respective  markets.  Thus  the  second  stage  involved  random 
selection  of  10  watermelon  marketers  from  each  of  the 
markets, giving a total of 60 watermelon marketers included 
for this study.  
2.3 Method of Data Analysis 
The data were analyzed by means of descriptive statistics such 
as frequency distribution and percentages. Marketing margin 
analysis  was  used  to  evaluate  the  economics  of  watermelon 
marketing in terms of profitability and viability. 
Marketing margin =  
price consumer
100 price producer price consumer  
 
The multiple regression models were employed to examine the 
determinants  of  net  return.  It  was  postulated  that  Price  of 
watermelon  (N),  Labor  cost  N,  Transport  cost  (N),  Age  of 
respondents (in years), Household size, Marketing experience 
(in  years),  Source  of  capital  (Dummy)  such  as  personal, 
cooperative  and  friends  and  relatives,  Storage  cost  (N)  and 
Level  of  education  influence  net  return  of  watermelon 
marketing. 
Model Specification: The multiple regression models were 
stated as follows: 
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Y= f (X1, X2, X3, X4, X5, X6, X7, X8, X9, X10, X11,e) 
Where    
Y   =  Net returns (in N) 
X1  =  Price of watermelon (N) 
X2  =   Labor cost (N) 
X3  =  Transport cost (N) 
X4  =  Age of respondents (in years)     
X5  =  Household size   
X6  =  Marketing experience (in years) 
X7  =  Personal Source of capital (Dummy)  
X8  =  Cooperative Source of capital (Dummy) 
X9  =  Friends and relatives Source of capital 
                       (Dummy) 
X10  =  Storage cost (N) 
X11  =  Level of education 
e  =  error term 
 
3 Results and Discussion  
3.1 Social Characteristics of Watermelon Marketers  
The result showed that 26.7% of the respondents were male, 
while 73.3% were female. Thus a female dominated market. 
The  mean  marketing  experience  was  5  years.  The  result 
showed that (70.0%) of the respondents were within the age of 
21-40 years. Out of the sixty watermelon marketers majority 
(38.3%) had a household size of 5 –10, while majority (61.7%) 
had secondary  education  (Table  1).  The  results  were  in  line 
with the findings of Onyemauwa, (2010) who found that 55% 
of  watermelon  marketers  spent  at  least  7  years  to  acquire 
formal education while (21 – 40 years) (80.0%) were in their 
active  stage  of  life.  The  marketing  experience  showed  that 
watermelon  marketing  in  the  Niger  Delta  Area  is  gaining 
ground compared to the 2 years mean marketing experience in 
the findings of Onyemauwa, (2010). 
 
Table 1 Social Characteristic of Watermelon Marketers. 
Sex  Frequency  Percentage 
Male  16  26.7 
Female  44  73.3 
Age (years)  Frequency  Percentage 
≤ 20  12  20.0 
21 – 30  25  41.7 
31 – 40  17  28.3 
41 – 50   4  6.7 
> 50  2  3.3 
Marketing Experience (years)  Frequency  Percentage 
≤ 1  -  - 
1 – 2  5  8.3 
3 -4  7  11.6 
5 – 6  46  76.6 
7 and above  2  3.3 
Household size   Frequency  Percentage 
< 5  21  35.0 
5 – 10  23  38.3 
11 – 16  12  20.0 
> 17  4  6.7 
Education   Frequency  Percentage 
Primary  9  15.0 
Secondary  37  61.7 
Tertiary  3  5.0 
No formal education  10  16.7 
Source: Field Survey Data, 2013. 
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Table 2 Economic and Marketing Characteristics of Watermelon Marketers. 
Source of capital  Frequency  Percentage 
Personal saving  23  38.3 
Bank loan  0  0 
Cooperative loan   19  31.7 
Friends and relative  20  33.3 
Customers  Frequency  Percentage 
Wholesalers  9  15.0 
Retailers  23  38.3 
Final consumer  19  37.7 
All of the above  10  16.7 
Method of transporting watermelon  Frequency  Percentage 
Motor vehicle   37  61.7 
Hand pushing  21  35.7 
Consumer preference  Frequency  Percentage 
Slice it into cubes  34  56.7 
Slice and refrigerate  6  10.0 
Whole  26  43.3 
Status of selling watermelon  Frequency  Percentage 
Permanent basis   26  43.3 
Temporary  15  25.0 
Rotational  16  30.0 
Methods of selling of watermelon  Frequency  Percentage 
Hawking with truck 
Display in stalls 
6 
19 
10.0 
31.0 
Display in Stalls  19  31.0 
Hawking with basins   7  11.0 
Display on table  27  45.0 
Method  of buying  Frequency  Percentage 
Buying in bulk  18  30.0 
Buying in basket  10  18.3 
Buying by counting   29  48.3 
Buying by number   2  3.3 
Source: Field Survey Data, 2013. 
3.2  Economic  and  Marketing  Characteristics  of  Watermelon 
Marketers 
Majority  of  the  watermelon  marketers  (38.3%)  accumulated 
capital  through  personal  saving  and  (38.3%)  had  retail 
customers  while  (37.7%)  had  customers  who  were  final 
consumers.  Majority  (61.7%)  transport  their  watermelon 
through motor vehicle while (35.7%) used hand pushing truck. 
On consumers’ preference, the result showed that majority of 
watermelon marketers (56.7%) prefer sliced into cubes, while 
(10.0%) prefer slice and refrigerate and (43.3%) prefer whole. 
The status of selling watermelons showed that majority of the 
respondents  (43.3%)  engage  on  watermelon  marketing  on 
permanent  basis,  as  major  source  of  livelihood.  A  greater 
number of watermelon marketers (45.0%) and (48.3%) display 
on tables and buy by counting respectively (Table 2).Adekunle 
et  al.,  (2013)  had  reported  that  watermelon  is  sold  through 
roadside stands or at farmers’ markets. 
3.3 Analysis of Net Returns 
The result showed that marketing of watermelon in the study 
area was profitable. 
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Table 3 Cost, Returns and Marketing margins per month. 
Items  No  Mean cost N 
Quantity of watermelon sold  95   
Price    450.00 
Total revenue (A)    42,750.00 
Cost 
Transport 
   
  1000.17 
Labor    204.17 
Storage    494.50 
Total variable costs (B)    1,698.74 
Purchase 95 at 276.67 (C)    26,283.65 
Total marketing cost (D)    27,982.39 
Marketing margin A – C    16,466.35 
Net Returns A – D    14,767.51 
Marketing Efficiency (A – D)/ D    0.588 
Benefit-cost ratio A/D    1.53 
Source: Field Survey Data, 2013.    
 
The watermelon marketers incurred a total marketing cost of N 
27, 982.39 per month and realized monthly total revenue of N 
42, 750.00 with a marketing margin and net return of N 16, 
466.35 and N 14, 767.51 respectively.  
Marketing  efficiency  and  benefit-cost  ratio  of  watermelon 
marketing was 0.588 and 1.53 respectively (Table 3). It means 
that  the  marketing  of  watermelon  is  inefficient  (0.588  <  1) 
which  was  in  line  with  0.557  of  Onyemauwa  (2010)  while 
benefit-cost  ratio  showed  that  marketing  of  watermelon  is 
profitable in the area. 
3.4 Determinants of Net returns in Watermelon Marketing 
The linear functional model gave the best fit with Coefficient 
of  Determination (R
2)
 = 74.7%.Table 4 showed that price of 
watermelon, transport cost, age of respondents and storage cost 
significantly  influence  net  returns  on  watermelon.  Price  of 
watermelon showed positive and significant relationship (t = 
8.682;  p<0.05).  This  suggests  that  the  higher  the  price  of 
watermelon, the higher the net returns. Onyemauwa (2010) had 
identified marketing experience, depreciation cost of marketing 
equipment, cost of produce and marketing cost as statistically 
significant variables that influence net marketing margin. 
3.5 Constraints in Watermelon Marketing  
Distribution  of  respondents  according  to  constraints 
encountered  showed  that  majority  (53.3%)  had  problem  of 
spoilage  of  fruits,  (21.7%)  had  problem  of  irregular  supply, 
(25.0%)  had  problem  of  small  size  watermelon,  (3.3%)  had 
problem  of  insufficient  supply,  (31.7%)  had  problem  of 
transport  risk,  (6.7%)  had  problem  of  bulky  nature,  while 
(16.7%) had problem of inadequate capital (Table 5).  
The findings are in agreement with, Onyemauwa, (2010) who 
identified  seasonality,  limited  supply,  paucity  of  capital  and 
spoilage of fruits as major problems. In spite of the foregoing 
constraints, Adekunle et al., (2013) had reported that adequate 
transportation facilities could enhance successful marketing. 
Conclusion and Recommendations 
The study showed that marketing of watermelon in the study 
area  was  profitable  with  monthly  marketing  margin  and  net 
return  of  N  16,  466.35  and  N  14,  767.51  respectively.  The 
linear functional model gave the best fit with R
2 = 74.7%.  
The  variables  price  of  watermelon,  transport  cost,  age  of 
respondents and storage cost significantly influence net returns 
of  watermelon  marketing.  Since  price  of  watermelon  was 
positive,  the  finding  suggests  that  the  higher  the  price  of 
watermelon, the higher the net returns.  
Major  problems  of  watermelon  marketing  were  spoilage  of 
fruits, .transport risk, small size watermelon, irregular supply, 
and  inadequate  capital  among  others.  It  was  therefore 
recommended  that  improved  storage  facilities,  good  road 
network  linking  distributing  centers,  pooling  of  accumulated 
capital  by  marketers  and  would  be  marketers  and  adequate 
electricity  should  be  put  in  place  to  sustain  availability  of 
watermelon and enhance price stability in the area. 
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